














A thesis submitted in fulfillment of the 
requirements for the award of the degree of 





Faculty of Management 





















































 First of all I would like to show my gratitude and thanks to the all people who 
had helped me to accomplish this project. It would not have possible for me to 




 I would like to convey a sincere appreciation to my supervisor, Dr. Noor 
Hazarina bt Hashim for her support and kindness all the times. Without her supervise 
it was impossible to finish this project. 
 
 
 I also would like to thank all the faculty staffs who helped me in document 




  At last but not least, I would like to thank my family that every time stand 















Launched in October 2010, Instagram has become one of the popular mobile 
based photo-sharing platforms. Hashtags on Instagram are normally used for 
classifying post category, adding detailed information, building social connection 
and expressing feeling or experiences. Based on the limited study on hashtag usage 
and expanding existing online gender behavior literature, this study applied uses and 
gratification theory to investigate gender difference in hashtag use on Instagram. It 
also classifies hashtags into informative and emotional, as well as positive and 
negative hashtags. The population of the study was photo posts on Instagram with 
#Malaysianfood. Using content analysis technique methods, photos posted using 
#Malaysianfood were selected as the sample of this study. The results showed a 
significant difference between male and female in informative and emotional 
hashtags selection. Compared to female, male uses more informative hashtags in 
their post. Besides, this study found that compared to male, female uses more 
positive hashtag in the post. This study found a strong and positive relationship 
between number of hashtags and number of followers, as well as number of hashtag 
and number of ‘likes’. Academically, this study adds to the limited literature on 
Instagram and application of hashtags. This study also suggests a new method to 
measure satisfaction using hashtags from users. From industry perspective, findings 
of this study could assist the restaurant operators for better understanding of 












Dilancarkan pada Oktober 2010, Instagram telah menjadi salah satu platform 
popular untuk perkongsian gambar mudah alih. Hashtag di Instagram lazimnya 
digunakan untuk mengklasifikasikan kategori pos muat naik, menambah maklumat 
yang terperinci, menjalinkan hubungan sosial dan menyatakan perasaan atau 
pengalaman. Berdasarkan kajian yang terhad dalam penggunaan hashtag dan 
peningkatan literatur semasa perlakuan jantina dalam talian, kajian ini 
mengaplikasikan teori kepenggunaan dan gratifikasi untuk mengkaji perbezaan 
jantina dalam penggunaan hashtag di Instagram. Ia juga mengklasifikasikan hashtag 
kepada informatif dan emosi serta positif dan negatif. Populasi kajian adalah gambar 
muat naik di Instagram dengan #Malaysianfood. Menggunakan kaedah netnografi 
dan teknik kandungan analisis, gambar yang dipamerkan menggunakan 
#Malaysianfood telah dipilih sebagai sampel kajian ini. Keputusan menunjukkan 
perbezaan yang ketara antara lelaki dan perempuan dalam penggunaan hashtag 
informatif dan emosi. Berbanding dengan wanita, lelaki menggunakan lebih hashtag 
informatif dalam pos muat naik mereka. Selain itu, kajian ini mendapati berbanding 
lelaki, wanita menggunakan lebih banyak hashtag positif dalam pos muat naik 
mereka. Kajian ini menemui hubungan yang kuat dan positif antara bilangan hashtag 
dengan bilangan pengikut serta bilangan hashtag dan bilangan 'suka'. Secara 
akademik, kajian ini menambah kepada kajian yang terhad dalam Instagram dan 
penggunaan hashtag. Kajian ini juga mencadangkan kaedah baharu untuk mengukur 
kepuasan berdasarkan hashtag dari pengguna. Dari perspektif industri, hasil kajian 
ini boleh membantu pengusaha restoran untuk lebih memahami keperluan pengguna 
dan aktiviti promosi. 
  
